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Abstract 
Young male drivers are over-represented in road-related fatalities. Speeding represents a pervasive 
and significant contributor to road trauma.  Anti-speeding messages represent a long-standing 
strategy aimed at discouraging drivers from speeding. These messages, however, have not always 
achieved their persuasive objectives which may be due, in part, to them not always targeting the 
most salient beliefs underpinning the speeding behavior of particular driver groups. The current 
study elicited key beliefs underpinning speeding behavior as well as strategies used to avoid 
speeding, using a well-validated belief-based model, the Theory of Planned Behavior and in-depth 
qualitative methods.  To obtain the most comprehensive understanding about the salient beliefs and 
strategies of young male drivers, how such beliefs and strategies compared with those of drivers of 
varying ages and gender, was also explored. Overall, 75 males and females (aged 17-25 or 30-55 
years) participated in group discussions. The findings revealed beliefs that were particularly 
relevant to young males and that would likely represent key foci for developing message content. 
For instance, the need to feel in control and the desire to experience positive affect when driving 
were salient advantages; while infringements were a salient disadvantage and, in particular, the loss 
of points and the implications associated with potential licence loss as opposed to the monetary 
(fine) loss (behavioral beliefs).  For normative influences, young males appeared to hold notable 
misperceptions (compared with other drivers, such as young females); for instance, young males 
believed that females/girlfriends were impressed by their speeding. In the case of control beliefs, the 
findings revealed low perceptions of control with respect to being able to not speed and a belief that 
something “extraordinary” would need to happen for a young male driver to lose control of their 
vehicle while speeding. The practical implications of the findings, in terms of providing suggestions 
for devising the content of anti-speeding messages, are discussed. 
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The beliefs that influence young males to speed and strategies to slow them down: 
Informing the content of anti-speeding messages 
Around the world, in highly motorized countries, young drivers are over-represented in 
road-related fatalities. In Australia, young drivers aged 17-25 years account for 22 percent of the 
road deaths despite only representing 13 percent of the population (Bureau of Infrastructure, 
Transport, and Regional Economics [BITRE]; 2012). Young male drivers in particular are over-
represented in road deaths, accounting for approximately 79 percent of all young driver fatalities 
(Queensland Department of Transport and Main Roads, 2011).  
Numerous factors such as inexperience, poor risk perception, impulsiveness, sensation 
seeking and ‘showing-off’ have been identified as factors contributing to young males’ relatively 
high rate of involvement in road trauma (Cestac, Paran, & Delhomme, 2011). Of the factors 
identified, however, speeding represents a pervasive and significant contributor (Elliot & Thomson, 
2010; Warner & Aberg, 2006).  Speed has been associated with increased crash risk (Parker, 
Stradling, & Manstead, 1996) as well as greater severity of crashes when they do occur (Paris & 
Van den Broucke, 2008). In acknowledging the role of human factors in young males’ speeding 
behavior (i.e., to the extent that they choose to engage in the behavior), it is important that effective 
countermeasures be identified (WHO, 2004), and that such measures target human behavior; 
namely, the motivations that underpin young male drivers’ speeding behavior (Forward, 2009a; 
Horvath, Lewis, & Watson, 2012). As has been argued elsewhere, “if the psychological 
mechanisms which motivate drivers to speed can be identified, then there is the potential to develop 
interventions which, by influencing those mechanisms, lead to changes in speeding behavior” 
(Stead, Tagg, MacKintosh, & Eadie, 2005. p. 37).  
Mass media advertising has featured prominently as a countermeasure aimed at 
reducing/preventing risky driving behavior, including speeding and drunk-driving (Tay, 2005).  Tay 
(2005) evaluated the effectiveness of anti-drunk driving and anti-speeding campaigns as well as 
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enforcement campaigns in reducing the crash involvement of young Australian male drivers, with a 
specific focus on the independent and combined effectiveness of these campaigns. While the anti-
drunk driving campaigns demonstrated a significant and independent effect on reducing crashes 
among young males, no such effects were found in relation to the anti-speeding campaigns. In 
discussing the findings, Tay referred to the long-standing reliance upon fear-based approaches, 
questioning their likely effects on young males. Such fear-based approaches may have limited 
effects on young male drivers, who, instead of heeding fear-based messages, have been found to 
report defensive and avoidant responses, such as regarding the message as more influential for other 
persons than themselves (Lewis et al., 2007; Tay et al., 2004; see also Hastings, Stead, & Webb, 
2004).  Other studies have also shown that males may be persuaded less by appeals to such physical 
threats of death or injury than females (Goldenbeld, Twisk, & Houwing, 2007).  
In relation to the factors which could be included in anti-speeding messages targeting males, 
Horvath et al.’s (2012) examination of the beliefs underpinning the speeding intentions of young 
males and females provided some insight. Horvath et al. found that high-intending young male 
drivers were more likely to associate/attribute positive aspects (beliefs and motivations) to their 
engagement in speeding behavior, for example, the thrill and excitement obtained from speeding 
and getting to a destination faster, rather than the negative, aversive consequences (e.g., crashing) 
resulting from the behavior. The latter consequences, however, are the often focused upon aspects 
in anti-speeding campaigns targeting young males (Tay et al., 2004; Tay & Watson, 2002). While 
this study provided some insight into the influences underpinning speeding behavior, it is to be 
noted that Horvath et al. commenced with a considerably small qualitative, belief elicitation study 
based on only 8 interviewees (5 females, 3 males). They subsequently incorporated such beliefs into 
a survey and it is the results of the survey (based on N = 398) that they report. Thus, while they 
tested their elicited beliefs with a large sample of survey respondents, the initial belief elicitation 
study may be considered as a preliminary investigation at best as it is questionable the extent to 
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which N=8 respondents may provide extensive insight into the key beliefs influencing young 
drivers’ speeding behavior. Limitations of this study notwithstanding, similar findings (albeit 
findings not focused on gender and gender differences in particular) were presented by Forward 
(2009a), who also examined quantitatively the beliefs underlying unsafe driving behaviors, which 
included speeding and dangerous overtaking. Again, it was found that high intenders (to speed) held 
positive attitudes towards engaging in unsafe driving, and considered the occurrence of negative 
outcomes, such as crashes, to be unlikely in comparison with those reporting lower intentions. 
Collectively, such findings suggest that messages intending to target young males may be better 
focused on positive motivations and beliefs such as challenging the perceived benefits and positive 
feelings (affect) associated with speeding or even exploring ways that positive thoughts and feelings 
could be associated with speed compliance. Such a suggestion aligns with evidence which has 
highlighted the value of positively- or gain-framed messages for health prevention-related type 
behaviors (Chang, 2007).  
Beliefs play an integral role within an individual’s decision making process and subsequent 
behavior and represent an important consideration when devising the content of anti-speeding 
campaigns (Horvath et al., 2012).  Furthermore, the application of belief-based theoretical 
frameworks, such as the Theory of Planned Behavior (Azjen, 1991), to aid in the development of 
road safety messages may result in messages which better target the underlying motivations and 
beliefs of particular target audiences (e.g., young males) and, thus, contribute to attitudinal and 
behavioral change (Elliot, Armitage, & Baughan, 2005).   
Theory of Planned Behavior 
The Theory of Planned Behavior (TPB; Ajzen, 1991) is a well-validated belief-based model 
of individuals’ decision-making. The TPB has been applied extensively to aid the understanding of 
a wide range of health and social behaviors, including traffic violations (e.g., Horvath et al., 2012; 
Rozario, Lewis, & White, 2010). The TPB proposes that intentions are the most proximal 
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determinant of behavior and that intentions are determined by three constructs, attitude, subjective 
norm, and perceived behavior control (PBC) (Ajzen, 1991).  
These three constructs, the TPB’s direct measures, are each underpinned by beliefs, or the 
indirect measures (Ajzen, 1991). Specifically, an individual’s attitude is underpinned by their 
beliefs about the advantages and disadvantages of performing the target behavior; subjective norm 
is underpinned by the normative beliefs an individual holds about the extent to which important 
others would approve or disapprove of them engaging in the behavior; and PBC is underpinned by 
control beliefs which relate to an individual’s beliefs concerning the likelihood that internal and 
external factors could prevent or facilitate them performing the behavior. A review of the recent 
research examining the predictive utility of the TPB in relation to speeding behavior, however, 
revealed relatively greater focus upon the TPB’s direct measures (e.g., Connor, Smith, & McMillan, 
2003; Elliot & Thomson, 2010; Forward, 2009b; Warner & Aberg, 2003) as opposed to 
comprehensive qualitative examinations of the indirect measures of beliefs.  
The TPB has also been used to guide the development of mass media advertising campaigns 
including anti-speeding campaigns. The Scottish “Foolsspeed” campaign (Stead, MacKintosh, 
Tagg, & Eadie, 2002) targeted males aged 25-44 years who held non-manual jobs (i.e., were of 
higher social class).  The campaign sought to avoid the use of graphic, fear-based messages, and the 
messages were designed to address each of the TPB’s three constructs; for instance, the attitudinal 
message was designed to challenge key beliefs relating to the perception that speeding gets a driver 
to their destination faster, and that they can still be fully in control and able to stop in case of an 
emergency when speeding. The study provided some support for using a theoretical, belief-based 
approach to aid message development with individuals reporting the messages as memorable and 
understandable. Further, individuals also reported positive changes in their attitudes towards 
speeding. There was no evidence found, however, of positive changes relating to the other TPB 
constructs; namely, subjective norms (i.e., people did not show any change in their perception of 
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social pressure to speed or not to speed) and PBC (i.e., there was no change in people’s perception 
of their ability to stop or reduce their speeding behavior).  Further, no changes were evident in 
terms of individuals’ reported intentions to speed or in their reported levels of speeding according to 
self-report surveys administered both pre- and post-exposure to the advertisements. The changes 
found in relation to attitudes are encouraging, based on the fact that the TPB identifies attitudes as 
one of the key determinants of individuals’ intentions. However, this intervention relied on only one 
message targeting each of the TPB’s three components and, as such, it is possible that idiosyncratic 
features of the particular advertisements used influenced the findings (i.e., that messages designed 
to target different beliefs, for instance, may have achieved different outcomes). Overall, however, 
the findings provide support for a greater emphasis on assessing underlying beliefs in relation to 
speeding behavior for the purposes of informing message content.   
Response efficacy: an additional important theoretical construct 
Although the current research was guided primarily by the TPB (Azjen, 1991), an additional 
theoretical construct was also incorporated, namely, response efficacy, which derives from the fear-
persuasion literature (see Witte, 1992). Response efficacy refers to the provision of strategies within 
a message, and evidence suggests that response efficacy is a crucial determinant of a message’s 
effectiveness, irrespective of emotional appeal type (Lewis et al., 2010). The provision of 
recommendations within a fear-based message is associated with feelings of relief, with such relief 
an important component of persuasion as posited by the fear-drive model (see Rossiter & Thornton, 
2004). Thus, the current research also sought to explore the nature and effectiveness of strategies 
individuals report using to reduce or prevent their engagement in speeding. 
The Present Study 
The aim of the present study was to extend on previous research by operationalizing the 
TPB framework in its entirety, seeking to provide an in-depth investigation of the beliefs which 
underpin speeding and thereby incorporating this understanding to inform the development of 
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targeted anti-speeding messages (see Jordan et al., 2012).  In-depth group discussions with young 
male drivers were conducted to elicit the beliefs influencing speeding, as well as the strategies they 
use to avoid (or reduce their) speeding. In order to obtain the most comprehensive understanding of 
the factors which influence young males to speed and the strategies that slow them down, it was 
considered equally important to understand how such beliefs and strategies compared and 
contrasted with those held by other drivers of different ages and gender. As such, this study elicited 
salient beliefs and strategies from not only young male drivers but, also from older male drivers 
(aged 30 to 55 years) as well as younger and older females.  
Method 
Participants 
 Overall, 75 males and females, aged either 17 to 25 years (i.e., younger driver group) or 30-
55 years (i.e., older driver group) participated in this study in one of ten group discussions. Four 
groups included young males, either within an all male group or in a mixed-gender group. This 
approach was intended to control for the influence of, for instance, whether young males were more 
likely to report speeding when in front of other male or female group members. In total, across the 
four groups, a total of 20 young males aged 17 to 25 years participated. Table 1 provides details of 
the groups and their respective compositions. To participate, individuals were required to reside in 
Victoria (the Australian state in which the study was conducted) and hold a current driver’s licence 
(Probationary 1, 2, or open). A marketing research agency, based in Victoria, undertook the 
recruitment of participants, contacting individuals from established panels as well as snowball 
sampling in terms of friends/acquaintances of panel members. Purposive sampling (quota sampling) 
was used to maximise diversity of the sample and ensure that drivers of different ages, gender, as 
well as geographic location (i.e., urban and regional areas of Victoria) were represented in the 
study’s sample. As shown in Table 1, there were same-gender (i.e., all male or all female) as well as 
mixed-gender (i.e., male and female) groups for both the younger and older age cohorts. The 
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agency excluded anyone who had participated in a road safety related research project in the 
previous 18 months and ensured that the final sample consisted of participants who had lost demerit 
points (for whatever reason) and those who had not lost demerit points within the last 2 to 3 years. 
For confidentiality purposes, however, the researchers did not request this information from the 
agency.  
________________ 
Insert Table 1 here 
________________ 
Design and Procedure 
Ethical approval for this research was obtained prior to data collection. On arrival at the 
session, participants were provided with an information sheet and provided their verbal consent to 
participate. Their voluntary participation was emphasized.  The first author, a qualitative research 
methods advisor, facilitated all groups. Group sizes ranged from six to nine participants. All groups 
were audio-recorded and were approximately one hour in duration. The facilitator commenced each 
discussion by expressing her gratitude for the participants’ time and attendance at the group. 
Participants were also instructed that everyone’s comments were valued, that there were no right or 
wrong answers and that disagreement among group members was possible and, indeed, encouraged. 
Consistent with these introductory comments, throughout the discussion, the facilitator invited 
participants to share anything (further) and enacted active listening skills. Refreshments were 
available during the discussion and each participant was provided $AUD70 at the completion of the 
discussion.  
The discussions were guided by a semi-structured interview schedule. The questions within 
the schedule were based upon the TPB and the behavioral, normative, and control beliefs within this 
model, as well as the strategies that drivers use (or do) to prevent/ reduce their engagement in 
speeding. All discussions commenced with an opening issue for discussion which related to a 
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hypothetical scenario in which participants were asked to discuss their thoughts and feelings in 
relation to an experiment that asked them to stick to the speed limit for one week (see Appendix 1).  
Data Analysis  
The group discussions were transcribed verbatim by a professional transcriber. Any 
personally identifying features were omitted from the transcripts. When analysing the data, 
theoretical thematic analysis was conducted initially by the first author; however, attention was paid 
also to any novel and unexpected findings (beyond the theoretical framework). In accordance with 
this theoretically-guided approach, the group discussion questions provided a basis with which to 
commence the analysis, as has been suggested by some (e.g., Fischer 2006; Morgan 1998). 
Specifically, the identification of themes commenced with a broad search for possible concepts 
whereby each new idea was coded. In subsequent reviews of the data, concepts were more closely 
scrutinized for similarities to and differences from other coded concepts. This approach enabled 
new and emerging themes to be identified.  
Subsequently, two Research Officers (ROs) were also involved in the analysis and write-up 
of results. While they were provided background information about the project and guidance in 
terms of such aspects as the project’s aims and underpinning theoretical framework, the ROs were 
each provided with a set of transcripts and undertook their review of the transcripts separately (to 
each other and to the first author). The remaining authors were aware of the research objectives and 
functioned to provide ‘fresh eyes’ with respect to reviewing the interpretations and associated 
supporting evidence (quotes). As such, it was considered that a thorough analysis was undertaken, 
involving several stages (and sources) of validation of findings and interpretations which resulted in 
an accurate and comprehensive representation of the data collected.  
Each of the themes is discussed together with supporting evidence in the form of quotes 
from the participants. To protect participant anonymity, quotes are cited with reference only to 
whether a participant was classified as a younger (≤25 years) or older driver (30-55 years) which is 
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indicated by a “Y” and an “O” respectively, their gender (male or female denoted as “M” or “F” 
respectively), and a group number assigned in accordance with the order in which the groups were 
conducted (e.g., a YF2 refers to a younger female driver who participated in the 2
nd
 group). 
Findings and Discussion 
The findings have been presented in sections according to the structure of the TPB followed by 
one section relating to the strategies likely to prevent/reduce their engagement in speeding.  The 
beliefs elicited across groups were not always consistent; for example, responses differed depending 
on age and gender; while, in relation to strategies, there was much reference to technological 
devices (e.g., GPS equipped devices) and the difficulties associated with monitoring one’s speed. 
Of particular interest to this study was whether the beliefs of young males’ were similar to or 
different from those of other drivers. 
Behavioral beliefs 
Advantages of speeding. Advantages of speeding were readily identified by members of all 
groups, with some of the advantages appearing to be more particular to young male drivers.  Of the 
various advantages of speeding that were discussed, three main themes emerged: making up time 
when running late, positive feelings (excitement or counteracting negative feelings), and keeping up 
with the flow of traffic. The belief that speeding helps to make up time when running late was one 
expressed across groups, irrespective of age and gender, and aligns with previous evidence (e.g., 
Forward, 2009a; Horvath et al., 2012). 
“I suppose you’d get to your destination on time if you were running late, I suppose that’s a 
good thing.” YM1 
“Oh when you’re running late. I mean there is benefit in speeding.” OF10 
“Speeding gets you to where you want to go quicker.” OM 8 
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“And I think the time as well if you’re running late or something you think there’s a benefit 
you will get there faster but then you get stuck at the same light as the people on the speed 
limit. So at the time you think there is a benefit but there isn’t one.” YF 7  
      The latter comment reflects acknowledgement that speeding may not make too much difference, 
although the majority of participants expressed the belief that it could. As such, there may be value 
in raising awareness of the evidence (e.g., Fuller et al., 2009; Regan et al., 2007) that speeding does 
not represent a means to save or make up time. For instance, Regan et al. (2007) found that drivers 
who were alerted by intelligent in-vehicle devices whenever they were going more than 2km over 
the speed limit or following another vehicle too closely did not significantly increase their journey’s 
duration compared with a control driver group without these devices. While the mean travel speed 
of those drivers with the devices was lower than the control group of drivers (i.e., intervention 
group demonstrated slower speeds than the control group), this intervention group’s reduction in 
speed did not correspond with a significant increase in the travel time.  Despite such research 
findings, there is still a widely held misconception, as reflected by participants within the current 
study, that speeding is a means of saving/making up time. Fuller et al. (2009) provides evidence of 
this misperception: they found that drivers mistakenly perceived that a higher starting speed would 
result in a greater impact from increasing speed during the journey, evidenced in their 
overestimation of how much time they would save.  Conversely, they overestimated how much time 
they would lose if they decreased speed after starting at a higher speed.   
To challenge the perceived advantage that speeding makes up time when one is running late, 
consideration could be given to a message (which was even suggested by one participant) which 
depicts a driver overtaking someone and subsequently has the driver they overtook pull up at the 
lights beside them shortly afterwards.  As the point was also raised about speeding compensating 
for running late, time management strategies could be highlighted (see Fleiter, Lennon, & Watson, 
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2007) and perhaps how the ability to manage time is a socially desirable skill both in general life as 
well as in relation to being a good driver.  
The second main advantage of speeding identified, and one which was expressed almost solely 
by the young males, was a belief that speeding counteracts negative feelings, such as feelings of 
boredom or frustration, by making the journey more exciting. The role of positive affect in terms of 
heightening enjoyment and removing negative affect (boredom or frustration) while driving has 
been identified elsewhere (Horvath et al., 2012). This finding highlights the important role that 
positive affect (and the want to feel good and enjoy driving) may play in influencing young male 
drivers and potentially heightening their engagement in risky behaviors, such as speeding. This 
finding also highlights an important social responsibility that vehicle manufacturers must uphold 
particularly in relation to vehicle advertising. The introduction of self-regulatory Codes of Practice 
for advertising standards in Australia and other motorized nations around the world have been due, 
in large part, to concerns that vehicle advertising may promote unsafe driving practices (Donovan, 
Fielder, Ewing, & Ouschan, 2011; Sheehan, Steinhart, & Schonfeld, 2006); for example, 
associating positive emotions of excitement and exhilaration with the promotion of a vehicle’s 
performance capabilities. In Australia and elsewhere, the effectiveness of self-regulation has been 
questioned (Donovan et al., 2011) with evidence suggesting that contemporary vehicle 
advertisements in Australia may still be promoting risky driving behaviors particularly among 
young drivers (e.g., Redshaw, 2011). It is beyond the scope of the current paper to review evidence 
relating to strategies for improving advertisers’ compliance with regulatory codes (see Donovan et 
al., 2011, for further discussion on the issue); however, two pertinent issues to note include: (i) the 
acknowledgement that road safety advertising must compete in a context where individuals are 
exposed to a myriad of potentially conflicting messages; and (ii) the need to recognize the 
potentially powerful role of positive affect in terms of individuals wanting to experience it (and 
avoid negative affect) while driving. While vehicle advertisers may have long recognized the value 
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of positive affect, road safety advertising researchers and practitioners need to understand more 
about such positive affect and, in particular, identify innovative ways in which it may be better 
associated with safe(r) driving behaviors. 
In this regard, the current findings have highlighted a subtle but a potentially important point of 
distinction between the experience of frustration in traffic experienced by young males with that 
reported by other drivers (of different age and gender).  The identification of this subtle difference 
is important to the extent that it may help to inform well-targeted messages. For the young males, 
they acknowledged that it was unlikely that speeding would get them to their destination faster and 
the frustration and stress they did experience was associated more with a sense of having no control 
over the situation (i.e., being late). In such situations, they felt that speeding at least gave them a 
sense that they were doing something. This finding suggests that speeding provides young males 
with a sense of control of an uncontrollable (the traffic context) situation rather than speeding itself 
making the young males feel stressed and frustrated (older drivers were more likely to associate 
speeding as making them feel stressed and frustrated): 
“…sometimes when I speed it’s just because I’m bored and it’s a long trip and I’m on the 
highway…” YM 1 
“If I’m really bored I’ll just speed for a bit of excitement yeah.” YM 1 
“It could be like a form of dealing with stress. Like the stress that you’re running late it’s 
kind of fun to flog the car, kind of makes you feel like… (“Yeah you’re sort of doing 
something about it”)… Yeah exactly rather than just sitting there.” YM 5 
When considered in conjunction with the feelings of positive affect that young males associated 
as a key advantage of speeding, there may also be value in promoting the message that positive 
feelings may be experienced through one being in control while driving at the speed limit and 
finding another, more productive and safer means of feeling in control of the situation; for instance, 
calling ahead (before starting one’s journey) to make other arrangements and/or let someone know 
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that they are running late. In other words, associate positive, pro-safety actions and behaviors with 
positive affect. Such findings also provide further insight into why young males may be less likely 
to respond favourably or be influenced by messages that focus predominantly on evoking negative 
affect (e.g., fear) in relation to the more negative aspects of speeding (e.g., crashes; Goldenbeld et 
al., 2007); namely, they are motivated more by the positive aspects (advantages and feelings) that 
they associate with speeding and the need to feel as though they are in control of their driving 
situation. Given that a crash would represent an extreme example of when a driver had lost control, 
it could be anticipated (and research has supported; e.g., Lewis et al., 2007) that such an approach 
would be unlikely to influence males.  
It may also be beneficial for messages to emphasize the fact that not speeding means being more 
in control, perhaps in terms of being more attentive and mindful of one’s driving situation (see 
Abdul Hanan, King, and Lewis, 2011, for role of mindfulness in driving behavior). This sense of 
control could be associated with feeling good.  Promotion of positive affect associated with not 
speeding could also tap into young males’ desire for approval from important others, such as 
girlfriends, whereby a young male enjoys a pleased response from his girlfriend for his safe driving 
speed (see later for a more in depth discussion on normative approval/disapproval).  Other 
approaches could be to present some alternative strategies for coping with negative moods in a 
more adaptive manner and possibly highlighting that there are other ways for experiencing 
‘excitement’, showing appropriate and safer outlets, such as sports.  
A final advantage of speeding, also identified almost exclusively by young male drivers, was 
that speeding meant keeping up with the flow of traffic. Keeping up with the flow of traffic has 
been identified previously as reason for speeding (e.g., Fleiter, Lennon, & Watson, 2010): 
 “I think the main thing is you justify speeding sometimes if you are flowing with the 
traffic.”  YM1 
RUNNING HEAD: Informing anti-speeding message content 
 
16 
 
“I’ll pull out and just stick with the flow. If the flow is ten ks ahead of you then you’re ten 
ks ahead as well.”  YM5 
“Certainly in a congestion, it’s very, I think you’ve got no option but to keep up with the 
traffic.”  OM8 
This belief may reflect an underlying desire to fit in and not stand out.  Messages which 
challenge the concept of needing to ‘fit in’ (e.g., do they really want to fit in with a group of people 
or do their own thing and be their own person?) or even which challenge the perception that 
everyone is, in fact, speeding may be of benefit. 
Disadvantages. Various disadvantages were raised among the groups which included: loss of 
money through fines, loss of points/licence, and getting caught. The risk of crashing and causing 
damage or harm/death generally was not perceived as a likely disadvantage.  Horvath et al. (2012) 
also found that fines were seen as a disadvantage of speeding, specifically among females.  In the 
current study, while both young males and females made reference to loss of money through 
speeding fines as a disadvantage, there appeared to be important distinctions between these groups 
regarding how they viewed the financial impact of fines. Specifically, females generally focused on 
the dislike of being fined/receiving a fine including the potential feelings of embarrassment at such 
a happening occurring:  
“I really think it’s more the money.”  YF 3 
“It’s the money.” YF 3 
“I’ve only got one speeding fine…close to two hundred dollars, like that can be a bit of a 
rude shock when you’ve got rent and bills…”  YF 7 
“For me it’s the dollars, I never think about the points.” YF 9 
“I think I’d be embarrassed that someone was going to see me. I wouldn’t want someone to 
see me that I know get pulled over, how embarrassing.”  YF9 
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In contrast, males tended to focus more upon the fine in terms of it being a waste of a day’s 
work (i.e., salary going to pay the fine and akin to ‘working for free’), or giving up the opportunity 
to purchase something that they would have liked with the money they had to use to pay the fine.: 
“…you know I could have bought something for the $200 that I needed rather than handing 
it over to the police.”  YM 1 
“I had to go into work for free, like if get a ticket I’m like oh I’ll just work that day for 
nothing.”  YM 1 
Further, young males were also more likely to focus on the fine in terms of the loss of demerit 
points and, ultimately, licence loss, as a particularly disadvantageous aspect of speeding, if not the 
worst outcome of speeding:  
“Bad things you know, having a crash, losing your licence that’s what comes to my mind, 
that would be definitely the things that wouldn’t be too good.” YM 5 
“Well loss of licence is probably the worst.” YF 2 
 “Definitely demerit points, you can get money but your demerit points like if they’re  
gone you lose your licence.” YF7 
While the preceding quotes indicate that there were some young females who also identified 
loss of licence as a disadvantage of speeding, overall, young females tended to associate more 
concern with the loss of money through speeding fines.  
In relation to losing one’s licence, a specific disadvantage associated with this outcome, and one 
that was shared more equally between both the young male and female drivers, was the reliance on 
public transport, which was seen as undesirable or not adequate: 
“…At the moment you can always pay but if you lose your licence, like everyone, 
regardless of your job, everyone sort of requires it. Particularly out here, there’s not much 
public transport, you have to have your licence.” YM 1  
“The motivation for me... I don’t want to have to catch buses and stuff ever again.” YF 7 
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Such findings suggest that there would likely be a preference for young drivers to rely on family, 
friends, and/or work colleagues for their transportation needs rather than rely on public transport. 
Thus, in relation to this disadvantage associated with licence loss, it may be relevant for messages 
to depict the inconvenience a young driver has caused to someone else as well as the extent to 
which the young driver is dependent on this other person. The latter aspect is associated with a 
sense of not being in control of one’s situation, with being in control found in this study to be a 
highly valued commodity among young males.  
 Such findings suggest that, while being fined for speeding may be perceived as a valid and 
relevant aversive outcome of speeding for young male and female drivers, a message which would 
tend to focus more on the points lost and potential licence loss associated with too many fines 
and/or high range speeding infringements may be more relevant to young males. If, however, there 
was to be focus on the monetary aspect of a speeding infringement, then, for males, key aspects to 
target would be highlighting how the payment of the fine removed the option of buying something 
really wanted or represented as a waste of a day’s pay.  
Given the strong perception of young people, particularly young males, that loss of 
points/licence is an undesirable outcome of speeding, a message could show the consequences of 
losing one’s licence, such as the ramifications for their job (might be lost) and effect on 
relationships (might lose their girlfriend if she grows tired of driving her boyfriend around, which 
could also mean having to rely on public transport, another undesirable outcome that was 
expressed).  Similarly, the loss of freedom/control over one’s travel decisions and instead having to 
rely on others represent potentially important consequences to highlight. A message could be, 
therefore, based on the idea that you may lose much more than just your licence when you speed.  
A finding to emerge that has been reported elsewhere (Fleiter et al., 2007; Scott-Parker, Watson, 
King, & Hyde, 2012), when discussing speeding infringements, is the tendency for some young 
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males and females to report that they have not personally borne the consequences of losing points 
because their parents had taken the blame for their speeding offences.  
“But I’ve never really got a fine. I got one when I was on my Ps1 and my mum took the 
point because you only get like three or something and I’m from a family with four kids and 
she has taken one for all of us.”  YF 7 
“Yeah like I’m palming mine off to my dad’s I’m still clean.”  YM 3 
Such findings may indicate a need to target parents to illustrate to them that they may not be 
doing their children (i.e., young adult drivers) any favours if they are not given the opportunity to 
learn the consequences of their speeding. This finding suggests that it is a potentially important 
issue to address within an anti-speeding message (for parents). 
Across all groups, the comments of participants suggested that they did not view crashes and 
fatalities as events that were potential outcomes of their speeding. However, those who did show 
acknowledgement of this aspect tended to be female or an older male. Both Forward (2009a) and 
Horvath et al. (2012) also found that individuals with high intentions to speed did not anticipate 
crashes as a consequence of their speeding. A number of psychological biases appear to influence 
driver perceptions relating to the likelihood of being involved in a road crash or being detected for 
illegal behaviors which in turn has implications for their engagement in risky behavior. For 
instance, optimism bias (Weinstein, 1980) as well as a perception that one is a “better” than the 
average driver (Delhomme, 1991; McKenna, Stanier, & Lewis, 1991) contributes to the belief that 
“bad outcomes won’t happen to me” (including being involved in a road crash; see White, 
Cunningham, & Titchener, 2011; Van der Plight, 1996). Evidence has shown that males and 
younger drivers often score higher on such perceptual biases (see DeJoy, 1992; Harré, Foster, & 
O’Neill, 2005; White et al., 2011). 
                                                          
1
 Ps refers to a provisional licence.  
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“I don’t think, when someone says like the speeding, like the consequences I don’t think I’ll 
cause an accident like...” YF 7 
“I know people go oh well it’s not going to happen to me and I do that, I’m you know guilty 
of doing that.”  OF 4 
Those who expressed concern over the potential to hurt or kill oneself or others because of 
speeding were less likely to be young males and more likely to be females or older males: 
“You can get seriously hurt and live and suffer for the rest of your life.” OM6 
“You could kill someone.” YF 9 
“Killing somebody.”OF 4  
Such findings indicate that messages which highlight the possibility of causing injury or death to 
others might be appropriate for young females and older drivers but would be unlikely to have 
much impact on young males. Such findings are, therefore, consistent with previous evidence that 
has suggested males may be less likely to report being influenced by fear-based messages 
incorporating physical threats of death (Lewis et al., 2007; Tay & Ozanne, 2002). 
Normative beliefs 
Who would approve of speeding? The important others who were identified as being likely to 
approve of speeding varied depending on the group interviewed, although there were also some 
commonly held beliefs across the groups (see also Fleiter, Watson, Lennon, & Lewis, 2006). Young 
males believed that male peers would approve (e.g., “Yeah well most of the guys [I train with] 
would egg you on.” YM 2) as has been reported elsewhere (Forward, 2009a; Horvath et al., 2012). 
Young males also expressed a belief that young females would prefer them to speed but this 
perception was not supported by the young females (see later in the discussion on disapproval).  
“Girls are just as bad, like girls want a bad boy and they want a boy who does burn outs and 
has got the nice car and it’s kind of like an expectation by young girls that like the guys 
like... he’s like, yeah he’s got the wicked car.” YM1 
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“They (girls) don’t want some nerdy guy sitting there with his glasses driving...” YM 1 
“Oh I think sometimes when you’ve got a full car, maybe with girls or something in it and 
you want to show off a bit. Umm… so I think it does have a …play it hard and speed.” YM 5  
Conversely, some young females expressed a sense of not only approval but even pressure from 
young males to speed:   
“Well I think my boyfriend for instance if he’s in the car he would be comfortable with me 
speeding 10ks over.” YF 7 
“Like my boyfriend is always going oh you’re going so slow you can speed here.” YF 3 
Young males tended to believe that their workmates and boss would approve, as speeding may 
mean arriving to work on time.   
“…  we car pool so maybe you know if speed it’s sort of make sure you’re not late and your 
work mates would probably approve…” YM5 
“Work mates, boss, yeah.  Probably put them in the approve.”  YM 5 
This perception could be challenged by showing one of the consequences of speeding being loss 
of licence and, therefore, inability to reach work, which a boss would not approve of. This threat for 
one’s job was perceived by at least one young male as real enough to prevent him from speeding: 
“So for me like I guess if my job didn’t depend on my licence I would probably speed more 
often.”  YM 1 
Some males, both young and older, even expressed a view that the government approves of 
speeding for revenue raising purposes.   
“But in the end does the government really want us to not speed? Where would the money 
come from, like how many billions of dollars does speeding revenue create, in the end does 
the government really want that?” YM 1  
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There was also a widespread belief across all groups that all people speed or that going over just 
a few kilometres is the norm which implies a perception that speeding is approved of in general and, 
therefore, acceptable and expected behavior (see also Rimal, 2008).   
“Everyone else seems to be doing it so....”  YM 1 
“Speeding like you know five or ten ks over it happens...”  YF 3 
 “…I think everyone does it like everyone will sit five ks over a lot.”  OF 4 
Further, males were more likely to hold the view not only that going over the limit was the 
norm, but that 5-6km over the limit was not even defined as speeding (similar findings have been 
reported elsewhere, see Fleiter et al., 2007): 
 “…you’re kind of angry, if it’s like six ks over you’re kind of angry and you’re like why do 
they ever bother? Like I’m not in that situation, I wasn’t being dangerous with six 
kilometres over…”  YM 1 
“…on a good day, dry day I’ll sit five or six over, not a worry. And I personally don’t see 
that as speeding.”  OM 10 
The findings suggest that a message which presented/focused upon the more extreme cases of 
speeding may not resonate with male drivers, who would not associate themselves with engaging in 
this kind of behavior.  Showing the difference in consequences of keeping to the limit and going 
just a bit over could help address this aspect, and would mirror the ‘Wipe off 5’ campaign run by 
the Transport Accident Commission (TAC) in Victoria, Australia (Mulholland, Tierney, & Healye, 
2005).  This approach would, therefore, target those drivers who appear to make up the majority of 
speeding drivers, who believe that speeding is only defined as speeds in the extreme range. 
Who would disapprove of speeding? Compared with those regarding as approving of an 
individual’s speeding behavior, when asked explicitly about who would disapprove, the responses 
were more consistent across all of the groups, although the young males rarely made mention and 
appeared hard-pressed to nominate anyone who would disapprove.  The most frequent responses 
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regarding who would disapprove of speeding, predominantly among the females and older males, 
included family members, such as parents and children.  Participants, generally young females, also 
expressed a desire to be seen by others as safe and reliable drivers.  None of the males indicated that 
they wished to be seen as safe drivers although they were inclined to prefer to keep mates and 
family safe without requiring a safe driver image as such.  
“I don’t think it’s so much that portraying that image of a safe driver it’s more that you want 
to be a safe driver with people in your car. You know at the end of the day they get out of 
the car and go oh good he was a great safe driver.  I’m not going to be worried about that 
whereas if I was to drive into a tree and they were all dead then you think s***, okay 
so....it’s not so much the image of .... you actually want to be a safe driver with other people 
in the car.”  YM 5 
“I always thought when other people were in the car I didn’t, I probably speed less… I 
wasn’t too concerned about crashing and thinking of the consequences of hurting yourself 
but it was more doing it to one of your mates or something like that.”  YM1 
Further, as mentioned previously, some young males held the view that their speeding impressed 
young females even though females were more likely to report being angry at such behavior.   
 “My boyfriend used to always speed like ridiculously and I’d just scream at him.” YF 7 
“And I remember when I was about sixteen there was this guy who had just got his licence 
and I was in the car with him and he was just the biggest hoon like would go like sixty 
around roundabouts, just ridiculous and like yeah thirty, forty ks over the speed limit and 
like I just turned around and I was like let me out of the car, just cracking at him…Because 
it was like why do you think you can put my life at risk, you know put in danger?”  YF 3 
Given that there appears to be a misperception held by some young males that girls will be 
impressed by their speeding, messages which focus on dispelling this belief may be beneficial.  For 
example, a message could depict a sporty, healthy guy (i.e., not ‘nerdy’, to borrow a term used by 
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one of the young males) doing the right thing and having girls swooning for him.  This message 
could be contrasted with a young man trying to impress by speeding and showing girls equally 
unimpressed. 
As disapproval of speeding was considered quite prevalent among family members, messages to 
reinforce this issue could include showing those affected by speeding, such as family members of 
individuals who have been injured or died as a result of speeding.  However, as discussed earlier, it 
has been shown that messages of strong physical threat appear less effective for motivating 
behavior change, particularly among young males (Lewis et al., 2007; Tay et al., 2004).  
Furthermore, any such messages would likely impact more upon females than males (Lewis et al., 
2007). As some young female participants expressed particular embarrassment at the prospect of 
admitting to getting a speeding fine to family members, such an issue could represent an important 
focus for anti-speeding messages targeting young female drivers.   However, based on the current 
findings and the fact that this issue was omitted from the males’ discussions, it appears that such an 
approach would not apply to, or at best have limited effect on, young males. 
From these findings, it appears that there are limited options for designing anti-speeding 
messages for young males based on disapproval from others as perceived by this cohort.  However, 
there may be more scope for challenging the perceptions of who approves.  The widely accepted 
belief that everyone speeds just a little and, therefore, approves of the behavior, might be challenged 
by addressing the definition of speeding.  However, any such approach would need to go beyond a 
message of threat of injury or death.  Greater potential for targeting young males could include 
challenging the perceived approval of speeding from the boss (e.g., there would be disapproval 
associated with licence loss), and from females (who will not be impressed).   
Control beliefs 
What encourages and discourages speeding? Various issues were raised across the groups as 
factors which encouraged or discouraged speeding. Given the extent of beliefs expressed, a 
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summary of the salient control beliefs, together with supporting evidence (quotes), has been 
provided in Appendix 2. Appendix 2 also identifies those control beliefs most relevant to young 
males.   
For encouraging speeding, as well as the direct question probing these beliefs, other relevant 
responses also emerged in relation to the initial opening question about the hypothetical scenario in 
which participants were asked to consider being in an experiment in which they were asked to stick 
to the speed limit for a week. A very common response to emerge across all groups was that it 
would be almost impossible to stick to the speed limit, even for a one week experiment:  
“I don’t reckon I’d survive.  I wouldn’t be able to do it, just for the sheer sake of keeping 
traffic flowing at some stages, I don’t think I could do it.”  YM5 
Similarly, Forward (2009a) and Fleiter et al. (2007) found that high intenders for speeding (or 
regular speeders) expressed low perceptions of personal control for avoiding engaging in speeding. 
Such findings reflect the need to raise individuals’ perceptions of personal control over their ability 
to comply with the speed limit. Discussions around this issue provided some insight into why 
individuals believe that they do not have control over speeding, which is important to the extent that 
limited understanding exists of what influences speeding compliance (Elliott, 2001). For example, a 
belief that monitoring one’s speed would actually be more dangerous than speeding (given that 
drivers would have to continually take their eyes of the road to check their speedometer), that new 
cars induced unintended speeding due to their smooth running, and, specifically among the young 
males, that speeding was safe, or even the safer option, in certain conditions were beliefs expressed.  
As such, messages heightening individuals’ perception of control with regards to them being able to 
comply with the speed limit would function well by challenging these beliefs. For instance, to 
address the belief that monitoring one’s speed would actually be more dangerous than speeding, 
messages could focus on how monitoring one’s speed and being aware of all elements of the driving 
situation are not extraordinary talents but fundamental aspects of safe driving.  
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Salient beliefs expressed as encouraging speeding included: the effects of music as a distracter, 
the perception of certain conditions being safe for speeding, and the perception that certain 
conditions require speeding for safety (e.g., overtaking). To challenge such beliefs, a message could 
show the effects of speeding while distracted, showing, for instance, how things can happen when 
going over by even just 5km and while engaging in a simple act like changing the radio station.  In 
relation to the latter aspect, about engaging in a simple act being sufficient for something to happen, 
there also appeared to be a perception held by young males that something quite drastic would have 
to happen for them to lose control of the vehicle when speeding. This sentiment is aptly reflected in 
the following comment made by one young male:    
“Like a plane crash in front of you or something like that …” YM 1 
This (mis)perception could be challenged by a message that illustrates how things can go 
wrong, even when conditions are seemingly safe. For example, two scenarios could be presented, 
one where a driver speeds without consequence, and a second identical scenario, except that a tyre 
blows (i.e., a more common occurrence as opposed to an extraordinary/out of the ordinary event), 
leading to the car going out of control and subsequently crashing.  While it would likely be equally 
important not to raise the concern that it is impossible to control for all events, the key aspect to be 
highlighted in such messages would be that everyday things can happen and the best way to contend 
with such unpredictability is for an individual to give themselves the best chance to remain in 
control which would include, not speeding. However, the consequences of a crash occurring would 
need to focus less on threat of death or injury, as noted earlier regarding young males’ lack of 
response to such messages (Lewis et al., 2007; Tay et al., 2004), but more on damage to the car, 
cost, and inconvenience, such as being without a vehicle and unable to get to work.  
Factors identified as discouraging speeding included: if there was a greater likelihood of getting 
caught and, for young males in particular, they expressed likelihood of feeling angrier about 
receiving fines via unmarked police vehicles, a finding reported elsewhere (Fleiter et al., 2007). 
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This belief may indicate that depicting marked vehicles rather than unmarked police vehicles as 
pulling speeding drivers over could have a greater impact on young males in an anti-speeding 
message. Other factors discouraging speeding included: embarrassment at getting caught (mostly 
expressed by young females), and having children on board (again more predominantly mentioned 
by females and older drivers more generally).   
The findings in relation to control beliefs and factors that would discourage speeding tended to 
also commence discussions on potential strategies that drivers use (or could use) to help them 
control their speeding.  For instance, there were some suggestions for the need to increase driver 
vigilance in regards to monitoring speed.  However, most young males tended to suggest they could 
only rely on technology to achieve this (e.g., cruise control or more visible speedo). Participants’ 
responses to the explicit questions regarding the potential strategies they use (or would use) to 
avoid/reduce speeding are presented in the subsequent section.  
Response efficacy: Some key strategies 
 Although there was a direct question posed about the strategies that drivers could/have 
use(d) to avoid speeding, there appeared to be considerable overlap between the responses provided 
in relation to this explicit question (regarding strategies) and those raised earlier in response to the 
control-related beliefs, particularly those factors that would discourage speeding. Participants 
suggested a range of responses including the view that simply being more vigilant with monitoring 
speed would be required and, although not expressed as achievable by all, was acknowledged as 
possible by some participants. 
However, as many young males referred to technology as the only means of keeping to the 
speed limit, examples of these could be presented as strategies (e.g., digital speedos, cruise control), 
with a message along the lines of ‘There’s no excuse for speeding’.  The finding provides support 
for the value of in-vehicle speeding monitoring devices, such as Intelligent Speed Adaptation (ISA). 
The use of devices to assist with one’s monitoring of their driving speed also relates to the 
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discussion on factors which encouraged speeding, for which drivers from all groups, including 
young males, were of the view that the multitasking nature of driving meant that monitoring speed 
(in the absence of technology) was difficult. 
Such findings suggest that vehicle manufacturers have an important role to play in terms of the 
inclusion of such features within their vehicles. And, it follows, that researchers and practitioners of 
road safety advertising also have a role to play in terms of designing messages which would 
signpost the value, and social acceptance, of such devices. For instance, there may be benefit in 
developing advertising messages to target, specifically, the parents of young drivers. These 
messages could focus on promoting the safety benefits of such devices for young drivers and, in 
doing so, contribute to increasing the uptake of such devices within the general driving population.   
The potential value of technology-assisted monitoring of a driver’s speed notwithstanding, the 
findings also highlight another, somewhat contrary message, which may be important to promote; 
namely, that technology should not be considered the only means by which drivers should rely upon 
to avoid/prevent speeding. Indeed, it was acknowledged by drivers across the groups that in-vehicle 
devices are not as helpful when driving in built up areas where speed zones are more changeable. 
Thus, while technology certainly may assist, another key message to promote would be to challenge 
the perception that it is impossible for one to continually monitor one’s speed. For instance, a 
message could highlight that it is possible to perform all the required tasks of driving, including 
monitoring speed, and that competent drivers should be able to undertake all such tasks 
Summary and Concluding Comments 
The aim of the current study was to identify the key beliefs underpinning speeding behavior 
among young males in order to inform the design of anti-speeding messages.  With the belief basis 
of the TPB (Ajzen, 1991) as the overarching framework, this study gained greater understanding of 
the behavioral, normative, and control beliefs influencing speeding behavior.  This approach 
extended on previous research (e.g., Forward, 2009a; Horvath et al. 2012) which had also used the 
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TPB, but the findings of the current study have provided insight into an array of beliefs influencing 
speeding behavior, with particular focus on those beliefs and strategies relevant to young males. 
Specifically, to provide the most comprehensive understanding of the influences of young males’ 
speeding behavior, the study compared and contrasted the beliefs and strategies espoused by young 
males with those of drivers of different ages and gender. Importantly, beyond just identifying the 
beliefs, practical suggestions to guide the development of message content to address and/or 
challenge salient beliefs have been offered. Extending upon this latter aspect, Appendix 3 provides 
a summary of the study’s key findings, together with the implications of such findings in terms of 
potential message content.  
In conclusion, this study has provided a thorough exploration of the beliefs influencing, and the 
strategies intending to reduce/prevent, speeding behavior. Specifically, by understanding how the 
beliefs and strategies of young male drivers are similar to, and different from, drivers of different 
ages and gender, the findings have identified potentially key aspects of anti-speeding messages 
targeting young males. To the extent that an individual may choose not to engage in speeding, 
persuasive messages function to play an important role in reducing drivers’ engagement in speeding 
and, ultimately, reduce the extent to which speeding contributes to road trauma.  
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Table 1  
Group compositions age group (younger or older), gender, and group size 
Age Group: 
Younger (Y)/ 
Older (O) 
Group Composition: 
Males only (M)/ 
Females only (F)/ 
Males & Females 
(M&F) 
Total Group Size  
(n of males, n of 
females) 
Order in 
which 
group 
conducted 
Y M 7 1 
Y M 6 5 
Y M&F 9 (M = 4, F = 5) 2 
Y M&F 7 (M = 3, F =4) 3 
Y F 7 7 
Y F 8 9 
O M&F 8 (M = 4, F = 4) 6 
O M&F 7 (M = 1, F = 6) 8 
O M&F 8 (M = 4, F = 4) 10 
O F 8 4 
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Appendix 1 
Semi-structured interview schedule to guide the group discussions  
Opening question 
Consider a hypothetical experiment in which drivers are asked to stick to the speed limit... – 
discuss. 
Behavioral Beliefs 
 What do you consider are the consequences of speeding? 
 What are the good aspects or the advantages? 
 What are the negative aspects or the disadvantages?  
Normative Beliefs 
 Do other people have any influence on your speeding? 
 Who would approve of you speeding? (who would disapprove of you speeding?) 
 Do you find your behavior varies when passengers are in the car?  if yes, how does it vary 
according to who the passengers are? 
Control Beliefs 
 To what degree is speeding an intentional behavior?  
 In what circumstances have you found yourself speeding even when it hadn’t been what you set 
out to do? 
 Would you regard yourself as someone who doesn’t intend to speed but, sometimes is speeding 
– why did that happen? What influenced you to do something other than what you intended? 
 What factors help you to speed? (either intentionally or unintentionally)?  
Strategies 
 What things, strategies do you think would help (or you know have helped) you to reduce/avoid 
speeding?  
 Do these strategies vary according to particular driving situations and contexts? 
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Appendix 2 
Summary of control beliefs: Factors encouraging or discouraging speeding  
Factors encouraging speeding Example quotes 
Attention to monitoring speed 
perceived as more dangerous 
than speeding itself 
“I couldn’t … I think it could cause an accident.”  OF4 
Confusion over changing speed 
limits * 
“Unless you’re really watching, you just miss what’s happening, you 
don’teven realise what zone you’re in.” OM 8 
Smooth running of new vehicles 
* 
“…old cars you know you go up 5 ks and it starts rattling, newer cars go 
up 30 and it feels the same.”  YM2 
Music as distracter * “I kind of daze off. Like if I’m listening to music I don’t really pay 
attention.” YF 9 
Perception of ‘safe’ conditions 
to speed ** 
 
“There’s absolutely no one around, there’s nothing you’re going to hit, 
there’s nothing that could possibly happen. That I would think was 
driving at a safe level.”  YM 5 
Perception of conditions making 
speeding safer than not 
speeding * 
“So it’s probably just better just to get past … someone who can’t see you, 
if you can get past them a little bit quicker it’s going to be safer.”  
YM1 
Factors discouraging speeding  
Likelihood of getting caught ** “I’m a much better driver Friday and Saturday night. Because you know 
there’s cops everywhere.”  YM2 
Visible police presence ** “…park a cop car on the road with police brand all over it, don’t hide in a 
ute behind a tree, there’s hardly visual presence…”  YM 5 
Embarrassment at getting 
caught 
“I think I’d be embarrassed that someone was going to see me. I wouldn’t 
want someone to see me that I know get pulled over, how 
embarrassing.”  YF 9 
Children on board  “I’m old enough now to realise and when I have my family in the car I 
have to be sensible.”  OM 8 
Driving conditions “… you tend to slow down a bit more in weather conditions.” OM 6 
Increased vigilance * “I think just being alert.”  YM5 
Technology as tool to prevent 
speeding ** 
“…with the digital speedometer right on the dashboard so it’s very easy to 
look when you are looking on the road you can actually see the speed 
that you are driving at so that’s really helpful.”  YM 5 
Note: * denotes control belief nominated by participants including young males ** denotes control belief 
nominated exclusively by young males 
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Appendix 3 
Summary of Key Findings and Implications for Anti-speeding message content development 
Key findings Associated message content and strategies 
1 Speeding does not help/make 
time when late * 
Highlight the lack of progress that occurs when individuals speed to try 
and make up time; better time management (e.g., leaving earlier) could 
be offered as a strategy for coping with this issue (e.g., phone ahead). 
2 Managing mood ** There is a need to present adaptive strategies as opposed to speeding for 
dealing with boredom and frustration – particularly about removing 
negative feelings to ensure positive feelings (see next row). 
3 Positive feelings ** Alternatives to speeding for achieving positive feelings should be 
emphasized (e.g., adrenalin via sports), as well as promotion of 
positive feelings associated with not speeding (e.g., gaining approval 
of girlfriend, gaining feelings of control with being in a control highly 
valued by male participants in this study). Also, young males more 
likely to see speeding in an uncontrollable situation, such as a traffic 
jam, as a means of gaining control. Unlike other drivers, young males 
saw speeding as a means of providing them a sense of control (to 
remove the feelings of stress/frustration caused by a traffic jam).  
4 Loss of money * Showing what a fine means in terms of other items no longer affordable, 
or working ‘for free’ for a day, would highlight the financial impact of 
speeding. The latter aspects particularly relevant for young males if 
focusing on receipt of a fine. A more relevant focus for young males 
would be upon the loss of points/licence (see next row).  
5 Loss of points/licence ** Highlight that speeding means more than loss of licence, and that it can 
cost much more in terms of loss of job, relationship. In addition, links 
to loss of control (a valued commodity of young males) in terms of 
having to depend on others for transportation.  
6 Palming off points The long-term effects could be shown of taking someone else’s points, 
such as their continuing to speed and experiencing more severe 
consequences of injury or death of self or others. A message 
particularly relevant and pertinent for parents of young drivers.  
7 Approval/disapproval * Particularly important for young males would be to dispel myths of who 
would approve, such as showing that girls are not impressed by 
speeding. Also raise perceptions of their control and responsibility in 
keeping “mates” (close friends) safe. 
8 Revenue raising vs safety * Highlight the government’s stance on wishing to prevent speeding and 
related injuries and deaths rather than desiring it for revenue, again by 
highlighting the impact of speeding and how control measures such as 
fines can reduce it. 
9 Definition of speeding * There is a widespread need to address the definition of speeding to mean 
anything over the limit (a few k’s over is speeding). 
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* denotes issues relevant to young males ** denotes issues specific to young males 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
10 Technology as means of 
control ** 
Strategies could be presented in the form of in-vehicle devices, such as 
cruise control, alerts for going over the limit, and more easily readable 
displays (e.g., digital). However, also important to raise individuals’ 
perceptions of being able to monitor their speed. The latter links to 
personal control and responsibility in terms of the driver themselves 
being responsible for self-monitoring.  
11 Managing effect of music * The distracting effects of listening to music could be highlighted by how 
easy it is to go over the limit. 
12 Dispel safe speeding myth ** Challenge the idea that there are ever safe conditions for speeding, and 
that small (non-extraordinary) events, such as a tyre blowing out, can 
create a crash. 
13 Promote marked police 
presence ** 
Promote there being numerous marked police monitoring drivers’ speed 
as a deterrent to speeding. 
14 Embarrassment of being 
pulled over 
For young females, important to highlight the embarrassment of being 
pulled over for speeding and having to admit this to significant others. 
